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RJRT Full Price Business Units 


1994 Plan Overview 


RJRT mission is precise: 
* Best earnings gain for 1994 in the Industry ($1.4 billion BUC) 


* Hold/grow RJRT SOM 


Full Price Brands have the resources to accomplish RJRT goals; marketing principles for 
1994 are clear: 


* Focus on CAMEL/Select 

* Plan and execute effectively with promotional learning and field knowledge 

* Stay flexible and expect plans to change—but not principles or RJRT mission 
Full Price resources allocated to maximize return: 

* Invest in CAMEL/Select—maximize earnings on the rest 


* Invest more in regions with highest demonstrated responsiveness/higher 
growth expectations 


* Drive CAMEL/Select with business-building retail, direct marketing and 
advertising programs. 


* Defend remaining brands primarily through direct marketing/co-marketing 
accrual funds 
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* Maximize account profitability 


1995 vision: 


* Jointly developed Full Price regional plans--all regions 








CAMEL 1994 Plan Ove 


CAMEL marketing principles for 1994 will deliver SOFP gains: 
* Build brand equity with "CAMEL News"—but at lower cost 
x Combine advertising and promotion in the store for competitive advantage 


x Focus on a few unique programs competitors can't match: 


* Joe's VIP Club 

e Joe's Catalog 

e Joe's Place advertising 
* Smokin' Joe's Racing 


CAMEL regional resources are allocated by assessing three factors: 


* CAMEL growth isd 
* Marlboro development ( 
* CAMEL promotion responsiveness 


Five CAMEL heavy-up regions will have higher spending and greater share growth 
goals: 


* Minneapolis/Chicago/Atlanta/San Francisco/Buffalo 


All regional plans should be customized to market/store level for maximum effect: 


* Place offers where you can achieve highest incremental sales 

* Promote when Marlboro is not 

* Maintain constant presence with Joe's Catalog/Smokin' Joe's Racing 
* Flight buydowns/premiums 

* Emphasize high potential styles—Box/Special Lights 
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CAMEL's goal — grow CAMEL share of full price +.5. sf | 








Select 1994 Plan Overview 


Select's role is key to RJRT: 


* Establish line of WINSTON products that appeal to 21-34 adult Marlboro 
smokers. 


* Invest behind Select to create growth brand for WINSTON. 
The Sales/Marketing team is on target to achieve this vision: 


* Superior 1993 volume/share performance 
* Excellent Marlboro adult smoker trial and conversion to Select 


Select's 1994 Plan will proceed in two phases: 


* Sustain introductory effort through April with Challenge advertising and 
heavy in-store trial/presence/display 


* From May forward, focus on competitive smoker conversion to Select: 


e Sustained in-store presence/promotion 
e Message beyond Marlboro comparison 
* Continuity program with conversion incentives 


Select will evolve message to "Select Times. Select Taste": 


* "Select Times" are "Best Times" — "Weekends" 
* "Select Taste” is "Best Cigarette" — “Perfectly Aged" 


Strong in-store support will be sustained for Select: 


* 35% promoted volume with quarterly national promotions 


* Buydown funds/work plan point-of-sale/PDI 
* Four heavy-up regions will receive increased spending and shoot for higher 


share goals—Winston-Salem/Boston/Houston/Cincinnati 
Regional in-store plans should be customized to markets/stores: 


* Promote in stores where you can achieve highest incremental sales 


* Promote when Marlboro is not 
* Maintain presence with Weekends/display/POS/price point communications 


* Flight incentives—buydowns/premiums/BSGSF 
* Growth style emphasis—Box? 
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Select's 1994 goal — to sustain success: +1.1 share of market 











WINSTON Base/SALEM/VANTAGE/ 
MORE/NOW 1994 Plan Overview 


RJRT's other Full Price Brands will be managed to maximize earnings through 
franchise-strengthening programs: 


* Focus is on profitable franchise retention 
* Relationship direct marketing/retail co-marketing accruals will be the key 
programs 


* Field Sales flexibility will be sustained throughout the year 


Relationship direct marketing is a proven tool to increase franchise retention: 


* Reinforces brand loyalty and sustained purchases 
* Creates ongoing dialogue with franchise smokers 
* Achieves positive economics 


Relationship direct marketing will be executed throughout the year to sustain franchise 
loyalty: 
* Mix of value-added tactics will be utilized 
* Quick response to major competitive thrusts will be implemented when 
necessary 
Retail defense will be managed through co-marketing accruals program: 


* Maximizes field capability/flexibility to defend brands 
* Provides platform for co-promotion and partnership with retailers 
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Retail programs should strive for positive economics with these “principles" in mind: 


* Use low level promotion values 

* Co-promote with retailer 

* Promote when competition is not 

* Promote in highly responsive markets/stores 

* Utilize price point offers/POS to gain competitive advantage 





